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Abstract
Live feed broadcast, as a new media, enables viewers to interact with broadcasters
or other viewers during live video and co-create video with others. Facilitated by
synchrony and mobility, the live feed broadcast is now available to anyone having a
smart phone consequently leading to increased competition among broadcaster for
viewers. The presence of viewers in one’s live feed brings reputation as well as
financial benefits to the broadcasters. Hence, the ease of broadcasting would
increase competition and hence difficulty in viewer retention. Therefore, this study
aims to investigate viewers’ intention to actively participate in a live feed broadcast
using a combination of socio-technical perspective and commitment-trust theory.
The results reveal that social and technical features influence affective commitment
and identification trust, which in turn affects the viewer co-creation behavior. The
results will be useful for live feed broadcasters as well as platform providers.
Theoretical and managerial implications are discussed.
Keywords: live feed broadcast, co-creation, socio-technical perspective, commitment-trust theory,
social media functionality model
Introduction
Live feed broadcast has become quite popular China and more than 200 broadcast platforms have
emerged during the recent years. It has been integrated within the social media platforms (such as
Sina Microblog and Zhihu) as well as e-business platforms (such as Tmall) to contribute to better
experience of users. Most viewers participate in live feed broadcast using their mobile devices. Because
of the ability to overcome temporal and spatial limitations, live feed broadcast is expected to grow with
the growth in mobile technology. Although live feed broadcasters along with their viewers could be
considered as an online community, they allow for synchronous and face-to-face communication
which deliver more emotional information as compared to texts or emojis in an online community.
Live feed broadcast allows viewers to post their comments, give virtual gifts and signal approvals for
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special moments during the broadcast, thus allowing for a co-creation experience (Bernstein et al.,
2016). Broadcasters can also adjust their content based upon viewer’s comments during the live
broadcasts or interact with them thus contributing to better experience of viewers. Such presentation
of comments to other viewers may also enhance interaction among the viewers. In addition, system
allows viewers to signal approvals and give virtual gifts (those virtual gifts can be turned into cash
through the platform) for special moments to the broadcaster during the live broadcast. A
broadcaster’s popularity may be determined by the approval signals or virtual gifts received by
him/her, which may in-turn increase the identification of viewers, leading to high engagement in live
feed broadcast. After the end of live broadcast, the recording may be saved for other viewers who may
provide post-live comments. Thus, the saved broadcast is created by both the broadcaster and viewers.
As co-creation is defined as a process of people’s value creation together with a company, this study
views interaction among broadcaster and viewers as co-creation behavior.
With the increase in bandwidth and easy accessibility to mobile computing devices, co-creation in
live-feed broadcasts will become easier as one only needs a mobile device with a front camera as well
as a broadcasting platform to broadcast a video. For broadcasters, live feed broadcast may be seen as a
new tool to receive financial benefits from advertising or virtual gifts. Hence, when faced with the
fierce competition, broadcasters may find it increasingly difficult to retain viewers. The objective of
this study is therefore to examine the factors that influence viewer’s participation in the live feed
broadcast. Most of the studies have examined co-creation in terms of content/product creation, but
not in terms of interaction in a live-feed broadcast community. This study fulfills this gap and
emphasizes the value of interaction in live feed broadcast. The specific research question examined in
this study is: Why do viewers continue to contribute in a particular broadcaster’s live broadcast?
This study examines the participation in live feed broadcast from the lens of socio-technical
perspective. Socio-technical perspective has been widely used to study the appropriateness of new
technology and the people’s behavior who operate it (Pan and Scarbrough, 1998; Rohracher, 2001).
Among the factors that influence people’s continuous intention, relationship quality has been
recognized as a crucial mediator for user retention (Morgan and Hunt, 1994; Shen et al., 2014; Wang
et al., 2016). The long-term relationship between the broadcaster and viewers may be developed upon
viewers’ positive experiences in the live broadcast, resulting in bonds with the broadcaster and high
frequency of their participation in future (Wang et al., 2016). Thus, another research question that is
examined in this study is: How does relationship between a broadcaster and the viewers mediate the
antecedents and relationship commitment. We examine this research question using the lens of
commitment-trust theory ( Morgan and Hunt, 1994).
The rest of the paper is organized as follows. In the second section, we examine extant literature on
commitment-trust theory and socio-technical perspective. In the third section, we propose the
research model and research hypotheses. In the fourth section, we detail the research methodology
and conduct data analysis. In the final section, we conclude with discussion of this study’s findings, the
implications, the limitations and future work.
Background Theory
As discussed earlier, we use the lens of socio-technical perspective and commitment-trust theory to
examine viewers’ participation in a live feed broadcast. Socio-technical theory has been widely applied
to examine factors of new technology which differentiate it from extant technologies and benefits the
users gain from it (Pasmore et al., 1982). Thus, social factors and technical factors related to viewers’
experience can be identified as antecedents to affective and behavioral components of commitment
towards participation.
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2.1. Commitment-trust theory
Originally developed to explain successful relationship building with retailers, commitment-trust
theory (Morgan and Hunt, 1994) emphasizes the mediating variables, relationship commitment and
trust, to examine users’ continuous behaviors. It focuses on the long-term relationship development
between exchange entities (Li et al., 2006). Morgan and Hunt (1994) claimed that commitment and
trust are key factors to successful relationship marketing among many other contextual factors
contributing to relationship marketing. Because of the significant influence of long-term relationships
with users on their evaluations or continuous behaviors (Tax et al., 1998), CTT, which explains the
critical factors related to successful relationship, has been applied in many studies, such as in
management (Goo and Huang, 2008); psychology (Chumpitaz Caceres and Paparoidamis, 2007); and
consumer behavior (Wang et al., 2016). Recently, some researchers introduce CTT into the study of
co-creation in social media (Shen et al., 2014; Hashim and Tan, 2015), because it is likely to give a
better explanation why people continue to participate in community activities (Hashim and Tan, 2015).
But those studies are still limited. Most of those studies focus on communities, such as crowdsourcing
communities (Shen et al., 2014) or knowledge sharing communities (Uzunoglu and Kip, 2014; Hashim
and Tan, 2015).
Further, relationship commitment and trust lead to cooperative behaviors that are conducive to the
success of relationship marketing (Morgan and Hunt, 1994). Commitment-trust theory may be an
appropriate theory for examining the co-creation behavior (Shen et al., 2014; Hashim and Tan, 2015),
where two or more parties co-create. In the context of live feed broadcast, co-creation behavior refers
to active participation including knowledge sharing, comments posting, approval signals or virtual
gifts giving, that require interaction within a cooperative environment.
2.2. Socio-technical perspective
The socio-technical perspective was first developed to examine the effects of social and technical
subsystems in organizations and their inter-relations (Scarbrough, 1995). According to Chen and Nath
(2008), the technical subsystem relates to “the processes, task, and technology needed to transform
inputs to outputs,” and the social subsystem relates to people and the relationship among users
(Bostrom and Heinen, 1977; Chen and Nath, 2008). It has been widely used to examine employee’s
behavior when new technology is adopted in an organization (Pan and Scarbrough, 1998), because the
adoption of technology in an organization may require changes in social and institutional context
(Rohracher, 2001).Thus, researchers emphasize the effect of the interaction of social factors and
technical factors introduced by new technology on adopters’ behaviors (Pan and Scarbrough, 1998).
This theory has also received a lot of attention in research on co-creation, particularly in organization
(Pan and Scarbrough, 1998; Lin and Lee, 2006; Chen and Nath, 2008). For example, Chen and Nath
(2008) identified social factors and technical factors related to mobile work systems leading to the
cooperation among employees using mobile work systems. With the emergence of social
media, coordination behavior is also extended to individuals beyond organizations (Füller et al.,
2009). Gangi and Wasko (2016), for example, revealed the positive effect of users’ experiences in social
media derived from the social interactions and the technical feature on their future co-creation
behaviors in communities. In this study, we extract social and technical factors from the social-media
functionality model proposed by Kietzmann et al. (2012). This model describes users’ experiences in a
dynamic social media environment using socio-technical theory and consists of seven blocks, including
identity, groups, relationships, reputation, presence, conversation, and sharing. According to
Kietzmann et al. (2012), this model can be used to monitor the dynamic changes of community’s needs
with changes in social media technology. Since, viewer collaboration with the broadcaster in a live feed
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broadcast is dynamic, this model is quite appropriate for identifying associated social and technical
features.
Hypothesis
Based on the above discussion, we present our research model in Figure 1.
3.1. Successful Relationship
Affective commitment relates to the fulfillment of one’s psychological needs in a long-term
relationship (Allen and Meyer, 1990), leading to one’s desire to maintain the relationship (Mowday et
al., 1979) and future participation (Hashim and Tan, 2015). The effect of affective commitment on
repeat consumption may be due to its contribution on brand preference (Zeithaml et al., 1996). In this
regard, a high level of affective commitment contributes to a viewer’s likability and preference to a
particular broadcaster, leading to future participation. Hence, we hypothesize:
H1: Affective commitment positively affects viewers’ future active participation.
According to Morgan and Hunt (1994), the positive effect of trust on relationship commitment is the
central premise included in commitment-trust theory. There has been a lot of studies validating the
positive influence (Li et al., 2006; Vatanasombut et al., 2008).
Identification trust is defined as trust to member developed due to mutual understanding and shared
identity that enable members’ cooperation and create collective strengths (Panteli and Sockalingam,
2005). It helps to develop a reliability and socially acceptance virtual environment for members’
involvement and contribution (Ind and Schultz, 2013; Shen et al., 2014; Wang et al., 2016). According
to Yang et al. (2009), the trust in other members not taking any unexpected behaviors may stimulate
one’s cooperate with others for mutual benefits. Hence, we hypothesize:
H2a:Identification trust positively affects viewers’ future active participation.
H2b: identification trust positively affects viewers’ affective commitment to the broadcaster and
other viewers.
3.2. Social factors
According to Kietzmann et al. (2012), social factors include entity, relationship, presence and
reputation attached to social media experience. Further, a positive experience affects relationship
development (Hashim and Tan, 2015). Hence, we expect those social factors have positive influence on
successful relationship.
3.2.1. Self-expressiveness
Self-expressiveness as a subjective state related to identity experience in activities has been confirmed
to result in a high level of happiness and well-being (Waterman, 1993). In this regard, the emotional
benefit a viewer can receive from a long-term relationship with the broadcaster when he/she perceive
strong self-expressiveness, which may lead to high willingness of a viewer to maintain the relationship
(Allen and Meyer, 1990) and further make commitment to the entity (Tuskej et al., 2013).
Tyler (2001) has found that trust can be developed from identity-based source as it increase members’
belief that others will not harm them. It is easier to trust an entity with the intrinsic consistency with
oneself, such as interest, shared value, identity (Coleman, 1990), which may contribute to one’s
self-identity (Xie et al., 2014). The relationship between expressiveness and identity-based trust has
been examined by Xie et al. (2014) in the context of brand community as it helps to prevent consumers
from using inappropriate brand with threats to their identity. Hence, we hypothesize:
H3a: Self-expressiveness perceived by viewers positively affects their affective commitment to the
broadcaster and/or other viewers.
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H3b: Self-expressiveness perceived by viewers positively affects their identification trust to the
broadcaster and/or other viewers.
3.2.2. Self-congruence
Following the definition of Ahn et al. (2011), self-congruence refers to the cognitive match/mismatch
between a viewer’s self-concept and others’ image. Recent researches emphasize the relationship
between self-congruence and post-consumption variables such as loyalty (Kressmann et al., 2006),
satisfaction (Ekinci et al., 2008). Thus, a viewer’s self-congruence with the broadcaster and/or other
members may benefit his/her evaluation of the broadcast and satisfaction with the experience (Ekinci
et al. 2008), leading to emotional attachment to the broadcaster and members (Hashim and Tan,
2015). In addition, the relationship between favorable experience with the object and trust in that
object has been confirmed by many researchers (Kramer and Tyler, 1996). Hence, we hypothesize:
H4a: Self-congruence perceived by viewers positively affects their affective commitment to the the
broadcaster and/or other viewers.
H4b: Self-congruence perceived by viewers positively affects their identification trust in the the
broadcaster and/or other viewers.
3.2.3. Co-presence
The presence is characterized by the closed feedback loop and real-time interaction in a live feed
broadcast which helps viewers perceive a sense of being together and chatting in the real-world (Kraut
et al., 2002). Co-presence relates to psychological connection of minds in developing a sense of being
together (Bulu, 2012; Nowak, 2001). A high level of psychological connection contributes to emotional
attachment (Thomson, 2006), leading to affective commitment (Bulu, 2012; Hashim and Tan, 2015).
In addition, the sense of belonging implies shared value, goals and interest (Bulu, 2012). Mutual
understanding and shared identity contribute to the development of identification trust (Panteli and
Sockalingam, 2005). Thus, we hypothesize:
H5a: Co-presence perceived by viewers positively affects their affective commitment to the
broadcaster and/or other viewers.
H5b: Co-presence perceived by viewers positively affects their identification trust to the broadcaster
and/or other viewers.
3.2.4. Social visibility
The concept of social visibility as a subjective perception focuses on the public presence of group
members rather than the group as a whole (Marouf ,2008). The significant influence of social visibility
on the formation of relationship has been examined in previous studies (Veloutsou and Moutinho,
2009), which shows that social visibility can be related to the decision to involve in a particular social
group. Further, the sense of belong to a particular group increases the investment people want to make
and contributes to the willingness to develop a long-term relationship (Read et al., 2003) as individual
in a group is willing to create and maintain the social conditions (Tyle, 2001). Also according to Yang
and Kent (2014), the greater is the media presence of members as perceived by a viewer, the greater is
the frequency with which he/she may interact with those members, leading to an increased trust as
interaction increase the knowledge of others and reduces uncertainty. Thus, we hypothesize:
H6a: Social visibility perceived by viewers positively affects their affective commitment to the
broadcaster and/or other viewers.
H6b: Social visibility perceived by viewers positively affects their identification-based trust to the
broadcaster and/or other viewers.
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3.3. Technical factors
In this paper, mobility refers to the ability to watch the live video and interact with the broadcaster or
other viewers ubiquitously and seamlessly (Wu et al., 2016). As most viewers participate in the live
broadcast through their mobile computing devices, mobility is a key factor influencing viewers’
evaluation of the broadcast (Wu et al., 2016). Also high evaluation of users’ experiences significantly
affects affective commitment (Hashim and Tan, 2015). Thus, we hypothesize:
H7: Mobility perceived by viewers positively affects their affective commitment to the broadcaster
and/or other viewers.
Synchrony of communication is defined as the degree to which teams coordinate in the same space and
time in a virtual environment (Montoya-Weiss et al., 2001), and includes real-time feedback
(Kitamura, 1990). Synchronous communication supported by the new technology in live feed
broadcast is one of the key factors which makes it different from other social media and online
co-creation environments (Bernstein et al., 2016). Real-time feedback in a synchronous
communication increases users’ satisfaction (Yarris et al., 2011), which in turn contributes the
formation of long-term relationship (Hashim and Tan, 2015).Thus, we hypothesize:
H8a: Synchronous communication supported by the live broadcast positively affects viewers’
affective commitment to the broadcaster and/or other viewers.
Technical factors
H2b
H8
H7
H6a
H5a
H6b
H4a
H1
H5b
H4b
H3b
H3a
H2a
Self-expressiveness
Self-congruence
Co-presence
Social visibility
Identification
trust
Affective
commitment
Future active
participation
Social factors
Mobility
Synchronous
communication
Figure 1. Research Model
Methodology
We used a questionnaire-based survey to empirically test our research model.
Instrument and sample
The items of constructs in this paper were adapted from previous studies. The items on
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self-expressiveness were adapted from Pedersen and Nysveen (2003) and Morrison and Johnson
(2011), the items for self-congruence were adapted from Sirgy and Su (2000), three items on social
visibility were adapted from Jurisic and Azevedo (2011), two items for mobility were adapted from Wu
et al. (2016), and the items for synchronous communication were adapted from Montoya-Weiss et al.
(2001). Successful relationship relates to commitment and trust (Morgan and Hunt, 1994). The items
on identification trust and affetive commitment were based on Hashim and Tan (2015). Three items
measuring the future active participation were also adapted from Zhang et al. (2015). All items were
measured on seven-point Likert scales. Then we used back translation to ensure the consistency of
English version and Chinese version. All participants in this paper were recruited online. Only those
participants who had experience using live feed broadcast were asked to participate in the survey. After
we removed those with similar values for all questions, 399 valid responses were left.
Results
5.1. Reliability and Validity
The value of the Kaiser-Meyer-Olkin (KMO) statistic of sample data was 0.964, which illustrates that it
was appropriate to conduct principal components analysis. We then conducted measurement model
test and the results were shown in Table 1 and Table 2.
Table 1.Measurement model testing results
Construct Indicator Loading Cronbach’s α CR AVE
Self-expressiveness SEE1 0.853
0.777 0.870 0.691SEE2 0.850
SEE3 0.790
Self-congruence SEC1 0.884
0.892 0.925 0.754SEC2 0.847SEC3 0.853
SEC4 0.891
Social Visibility SOV1 0.936 0.850 0.930 0.870SOV2 0.929
Co-presence COP1 0.874 0.736 0.883 0.790COP2 0.903
Mobility MOB1 0.891 0.782 0.901 0.820MOB2 0.920
Synchronous
Communication
SYC1 0.868 0.705 0.871 0.772SYC2 0.889
Affective Commitment AFC1 0.920 0.806 0.911 0.837AFC2 0.910
Identification Trust IDT1 0.779
0.836 0.891 0.671IDT2 0.883IDT3 0.812
IDT4 0.830
Future Active Participation FAP1 0.876
0.858 0.913 0.778FAP2 0.881
FAP3 0.889
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Table 2. Discriminant validity
Construct Inter-Construct Correlations of the AVEs
SEE SEC SOV COP MOB SYC AFC IDT FAP
SEE 0.831 0 0 0 0 0 0 0 0
SEC 0.677 0.868 0 0 0 0 0 0 0
SOV 0.612 0.678 0.933 0 0 0 0 0 0
COP 0.692 0.630 0.540 0.889 0 0 0 0 0
MOB 0.640 0.525 0.467 0.588 0.906 0 0 0 0
SYC 0.650 0.608 0.578 0.595 0.606 0.879 0 0 0
AFC 0.684 0.698 0.644 0.639 0.594 0.601 0.915 0 0
IDT 0.694 0.713 0.638 0.685 0.538 0.570 0.740 0.819 0
FAP 0.709 0.630 0.574 0.678 0.682 0.557 0.721 0.734 0.882
Notes: SEE: Self-expressiveness; SEC: Self-congruence; SOV: Social Visibility; COP: Co-presence;
MOB: Mobility; SYC: Synchronous Communication; AFC: Affective Commitment; IDT: Identification
Trust; and FAP: Future Active Participation
5.2. Hypotheses testing results
Figure 2 summarizes the results of the structural model test conducted using PLS approach. According
to Figure 2, 60.9% variance in future active participation is explained by the research model as well as
66.1% variance in affective commitment and 64.3% variance in identification trust. This implies that
the commitment-trust theory and socio-technical perspective provide useful insights into the active
participation in live feed broadcast.
Technical factors
Social factors
0.317***
0.055
0.137***
0.140***
0.170**
0.058
0.164**
0.392***
0.266***
0.287**
0.212***
0.104
0.445***
Self-expressiveness
Self-congruence
Co-presence
Social visibility
Identification
trust
R 2 =0.643
Affective
commitment
R 2 =0.661
Future active
participation
R 2 =0.609
Mobility
Synchronous
communication
Notes: *p<0.05, **p <0.01, ***p <0.001.
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Figure 2. Structural model testing results
5.3. Mediation testing results
According to the research model, affective commitment and identification trust mediate the
relationship between active participation in live feed broadcast and social and technical factors. A
mediation analysis has been conducted and results were summarized in Table 3.
Table 3.Mediation analysis (DV = Future Active Participation)
Independent
variables
Mediators
(MVs)
IVs -> MVs MVs -> DVs IVs -> DV
Before controlled After controlled
SEE IDT 0.719*** 0.749*** 0.714*** 0.365**
SEC ACM 0.748*** 0.804*** 0.624*** 0.051ns
IDT 0.702*** 0.749*** 0.196*
SOV ACM 0.766*** 0.804*** 0.649*** 0.079ns
IDT 0.715*** 0.749*** 0.231***
COP IDT 0.758*** 0.749*** 0.704*** 0.323***
MOB ACM 0.618*** 0.804*** 0.683*** 0.303***
SYC ACM 0.631*** 0.826*** 0.565*** 0.101*
Notes: 1.SEE: Self-expressiveness; SEC: Self-congruence; SOV: Social Visibility; COP: Co-presence;
MOB: Mobility; SYC: Synchronous Communication; AFC: Affective Commitment; IDT: Identification
Trust; and FAP: Future Active Participation. 2. *p<0.05, **p <0.01, ***p <0.001, ns: not significant
Discussions
This research proposed antecedents of future active participation in live feed broadcast based on
commitment-trust theory and the socio-technical perspective. We focus on the relationship between
viewers and broadcasters as well as other members. The results show that the two perspectives are
appropriate for explaining viewers’ intention to active participate in the broadcasters’ live broadcasts
in future. Though the research model results revealed the insignificant influence of synchronous
communication on affective commitment, the results of mediation analysis indicate the mediated
effect of affective commitment on the relationship between synchronous communication and active
participation is significant. Hence, the insignificant impact on affective commitment may be due to
that synchronous communication is a technical fundamental of viewers’ experience in live feed
broadcast. The effect of synchronous communication may be full mediated by other social factors and
technical factors.
However, the insignificant impacts of self-expressiveness and co-presence on affective commitment
are in consistent with the findings of Morgan and Hunt (1994), who has proposed KMV model of
relationship marketing in their study. According to the KMV model, the effects of five antecedents
(relationship termination costs, relationship benefits, shared values, communication opportunistic
behavior) on five outcomes (acquiescence, propensity to leave, cooperation, functional conflict and
uncertainty) are mediated by relationship commitment and trust, and trust positively affects
commitment. In this model, communication positively affects trust while there is no direct effect of
communication on relationship commitment. According to previous studies, self-expressiveness and
co-presence are closely associated with communication (Elaluf-Calderwood et al., 2005), leading to the
significant effect on trust and insignificant impact on affective commitment.
6.1. Theoretical contributions
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Our research makes the following theoretical contributions. Firstly, our study discloses the co-creation
behavior in a new phenomenon, live feed broadcast. Second, we extend the application of
commitment-trust theory and socio-technical perspective in a new phenomenon, live feed broadcast.
Third, we examined the mediation effect of affective commitment and identification trust on the
relationship between viewers’ live broadcast experience and future active participation. Forth, we
proposed seven constructs particularly for understanding viewers’ experience in live feed broadcast.
6.2. Practical implications
Live feed broadcast as an emerged media has been accepted by lots of mobile internet users in China.
Recently, live feed broadcast is not only used by broadcasters but also used by other content providers,
such as TV program providers, due to the strong interaction supported by live feed broadcast. The
current research examines how to build a successful relationship with viewers and increase their
willingness to active participate, which may offer live broadcast providers the following suggestions.
First, our results highlight the importance of identification trust and affective commitment. As the
application of live feed broadcast is widespread, content providers who are new to use live feed
broadcast need some suggestions to stimulate viewers’ active participation. Regarding affective
commitment, content providers should enhance emotional connections with viewers. For example, the
broadcasters should thank viewers’ virtual gift giving in real time and express their care to viewers.
Second, the seven antecedents proposed in this paper may help to build successful relationships with
viewers. For example, content providers of live feed broadcasts should make their content positioning
clear and promote their live broadcasts to segmentation viewers, which may enhance viewers’
expressiveness and self-concept congruence between broadcasts and viewers.
Limitation
The results of this study should be interpreted in the background of its limitations. First, the current
research only examines viewers’ intention to participation rather than actual behavior. The potential
effect on actual behavior of continuous participation remains unclear. Future research can employ
laboratory experiments or observation studies to examine viewers’ actual behaviors. Second, this
research focuses on the live broadcasts of broadcasters rather than live broadcasts of all kinds of
content providers. Future research can verify our research model in the other kind of content
providers’ live broadcast, such as TV program. Third, the types of live feed broadcasts’ content are not
considered in our study, which may moderate the effects on viewers’ intention. For example, viewers of
education live broadcast may consider the information value provided by broadcaster more than
others. Future research can investigate its moderation effect on viewers’ active participation intention.
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